The proliferation of place brands within the global tourism market has resulted in the need for emerging business tourism markets such as South Africa to better understand their potential influence on tourists" decision-making. The aim of the study was to delineate the place brand factors influencing business tourism to South Africa and explore the nexus between South Africa"s place brand and business tourism. Quantitative data was generated from a convenient sample of n=233 inbound tourists to South Africa. Exploratory Factor Analysis and Multiple Regression Analysis were employed, utilising the Statistical Package for Social Sciences (SPSS 25.0) to analyse the data. The study found evidence of a statistically significant relationships between South Africa"s Socio-cultural and Tourism place brand aspects, and business tourism to the country. These findings suggest that South Africa"s place brand is an inferential heuristic cue that may have a halo effect on the predilections of business-oriented tourists.
INTRODUCTION
African tourism destinations are synonymous with leisure and nature-oriented tourism activities; as a result, business tourism represents an emerging and niche form of tourism for a significant proportion of African countries (Hoogendoorn & Rogerson, 2016; Signé, 2018; Tichaawa, 2017) . Generally, business tourists represent a particularly affluent and non-seasonal consumer segment within the tourist market, with the average business tourist spending up to three hundred percent more than the typical leisure tourist (Kumar et al., 2018; Marais et al., 2017; Signé, 2018) . Not surprisingly, the economic multiplier effect of business tourism has been linked to infrastructure development, employment creation, and integrated tourism value chains with other more traditional forms of tourism (Chiang et al., 2012; Kumar et al., 2018; Kumar & Hussain, 2014; Marias et al., 2017) . Globally, business-related travel and tourism accounted for 22.5% (US$1 230.6bn) of the global travel and tourism gross domestic product (GDP) in 2017 (World Travel and Tourism Council -WTTC, 2018a) .
In the case of South Africa, business travel contributed an estimated US$7.4bn to the South African economy (WTTC, 2018b) . With the WTTC (2018a) projecting global business travel and tourism spend at an estimated US$1 756.1bn by 2028, African tourism destinations such as South Africa are poised to reap the economic benefits of the emerging tourism market segment if they are "positioned" strategically within the global tourism market. The effective positioning of places as business tourism destinations is a critical, but under-researched area of tourism (Rogerson, 2015; Tichaawa, 2017) underpinned by the need for a better understanding of business tourist behaviour as well as the potential influence of place brands on the behaviour of business tourists within emerging business tourism destinations.
Understanding tourist behaviour is imperative for the competitiveness of tourism destinations and is the cornerstone of contemporary destination marketing research (Khairi et al., 2019) . To this end, the notion that tourist behaviour is influenced by destination images is well established within the tourism discourse. While there is a plethora of destination image research investigating the influence of destination images on tourist behaviour (Apostolopoulou & Papadimitriou, 2015; Kim et al., 2009; Martinez-Santana et al., 2017; Pike, 2016) , academic inquiry into the effect of the generic place brand on tourist decision-making is still very limited, more-so within the African context. Moreover, research into the heuristic value of place brands in providing information symmetry for the travel decisions of business tourists is also limited compared to that of leisure tourists. This despite empirical evidence suggesting that information symmetry is significant to the decision-making process of business tourists and represents a critical success factor for business tourism (Chiang et al., 2012; Marais et al., 2017) .
Relatedly, Africa suffers from a significant image deficit, particularly fuelled by negative stereotypical perceptions (Hemmonsbey & Knott, 2016; Schorr, 2011; Signé, 2018) . As a result, the marketing axiom of perceived reality and its influence on consumer decision-making (Pike, 2016) , is valid in suggesting that research into the effect of African place brands, on tourist behaviour such as South Africa"s place brand, is imperative for the growth and development of business tourism destinations on the continent. Moreover, within the context of emerging African business tourism destinations, there is a discernible dearth of research into business tourism in general and, more pertinently the decision-making process of business tourists, when considering visiting African destinations (Donaldson, 2013; Marais et al., 2017; Rogerson, 2015; Tichaawa, 2017) . Therefore, the aim of the study was to examine the place brand -business tourism nexus within the South African context, by delineating the place brand factors influencing tourist perceptions of South Africa as a business tourism destination. Thus, this paper makes three significant contributions to the business tourism discourse.
Firstly, the present paper contributes to the tourism literature by providing n ew insights into, and a better understanding of the potential effect of place brands on business tourist decision-making within the African context. Secondly, this paper expands the characterisation of business tourism by exploring the viability of previou sly excluded business-oriented tourism activities (academic, short-term employment, shopping and other corporate business activities) and providing empirical evidence to support the notion within the wider tourism literature. Thirdly, and more pertinently, the current paper provides tourism marketing practitioners in South Africa with critical insights into tourist perceptions of South Africa as a business tourism destination by examining the South African place brand-business tourism nexus.
LITERATURE REVIEW Business tourism
Conventionally, business-oriented tourism is associated with activities such as meetings, incentives, conferences and exhibitions (MICE) (Donaldson, 2013; Marais et al., 2017) , and is often defined within that context as involving, "… the traveling of people for the purpose of work and encompasses independent business trips as well as travelling for purposes of meetings, incentives, conferences, and exhibitions (MICE) tourism," (Tichaawa, 2017: p. 181 ). This characterisation of business tourism holds true in the case of South Africa which concurs with the conventional characterisation of business tourism (National Tourism Sector Strategy, 2012) . To this end, the most recent tourism statistics report that business tourism accounted for just 12% of the 10.04 million and 8% of the 10.3 million tourists that visited South Africa in 2016 and 2017, respectively (Statistics South Africa, 2017) supporting the emerging status of business tourism within the South African context. Importantly, these figures exclude tourists who visited South Africa to shop for business purposes (cross-border traders), shortterm workers and/or academic activities. Within the African context, there are contestations regarding the characterisation of business tourism, particularly since some of the literature (Rogerson, 2015 , Tichaawa, 2017 argues that business tourism extends to other socio-economic aspects, such as retailing (cross-border trading trips), short-term employment, and academic activities. The extension of the conceptualisation of business tourism activities, particularly within the African context, expands the business tourism market segment, and thus incorporates a wider crosssection of tourists, thereby necessitating further academic inquiry int o the behaviour of business tourists. With this in mind, this paper presents a unique perspective by conceptualising and examining business tourism beyond the conventional MICE activities by incorporating other business-related activities to include: academic activities (Bento, 2014; Roderiguez et al., 2013 ); short-term employment (Chikanda & Tawodzera, 2017) and shopping (Rogerson, 2018) as well as other corporate business activities such as product delivery, sourcing or launching, and sales trips (Tichaawa, 2017) .
The role of place brands in tourism and tourist behaviour
The place brand is characterised by Zenker and Braun (2010:5) as, "…a network of associations in the consumers' mind based on the visual, verbal, and behavioural expression of a place, which is embodied through the aims, communication, values, and the general culture of the place's stakeholders and the overall place design,"
From this perspective, the place brand represents two critical aspects -image (an existing perception or reputation) and/or a value promise (a unique and relevant positioning) in the minds of consumers (Belloso, 2010; Park & Lee, 2017) . This suggests that place brands are cognitive in nature and as inferential heuristic cues, may have an overall influence on the evaluation of tourism destinations, thus giving credence to the notion of the importance of place brands in informing the subjective preferences of tourists in their decision-making (Brijs et al., 2011; Martin-Santana et al., 2017; Wang et al., 2012) .
Of particular interest within the place brands-tourism nexus is the halo effect (Han, 1989) , which hypothesises that consumers use the place brand as a heuristic cue for information symmetry -thereby influencing any subsequent evaluations of a country"s particular products such as tourism offerings (Kang & Yang, 2010; Han, 1989; Matiza & Oni, 2014; Stepchenkova et al., 2018) . Based on this premise, it then follows that place brands are inextricably linked to the manner in which consumers process information associated with the place (competitive and comparative advantages), their affective behaviour, as well as their conative behaviour (Apostolopoulou & Papadimitriou, 2015; Souiden, et al., 2017) . Generally, the literature (Brijs et al., 2011; Elliot & Papadopoulos, 2016; Kiryluk & Glinska, 2015; Wang et al., 2012) observes a relationship between the place brand and the behaviour of various consumer groups, including tourists. For instance, Wang et al., (2012) provide empirical evidence that in the absence of product information, Chinese consumers utilised the source country image (place brand) as a heuristic cue to infer product quality evaluation and inform their behaviour when evaluating American, German, Japanese and Korean products. While, specifically within the tourism context, prior studies (Park & Lee, 2017; Souiden et al., 2017; Qu et al., 2011; Zeugner-Roth & Zabkar, 2015) have supported the notion that place brands influence and elicit predictable tourist behaviour.
Measuring place brands
Globalisation and the resultant increase in competitive forces, have buoyed the proliferation of contemporary brand theory beyond conventional products and services into new fields of study and unconventional "products" -such as the branding of places within the tourism context (Hemmonsbey & Knott, 2016; McCreary et al., 2019) .
However, the subjective and complex nature of place brands, compounded by the intangibility of tourism product offerings, as well as the diversity of tourism destinations, has presented researchers with a myriad of challenges in measuring place brands and their associated dimensions as well as the influence of place brands on tourists (Agapito et al., 2013; Knott et al., 2013; Marais et al., 2017; Martinez & Alverez, 2010; Slabbert & Martin, 2017) . As a result, while some individual place brand-related studies have quantitatively measured place brands, there seems to be no consensus within the literature regarding the most suitable measurement instrument for place brands (McCreary et al., 2019; Souiden et al., 2017) .
Nation branding theory does however, attempt to standardise the measurement of place brands within various fields. The theory posits that places, akin to corporate entities, are susceptible to both positive and negative perceptions that ultimately influence the behaviour of their external stakeholders -who include tourists (Anholt, 2002 (Anholt, , 2007 Dinnie, 2008; Njeru, 2010) . According to Anholt (2002 Anholt ( , 2007 and Žugić and Konatar (2018) , consumers interact with a country (place) through one or multiple dimensions, and make their product evaluations based on:
 Governance -the perceptions of the government and its actions  Cultural and heritage -the history, values and achievements associated with the place  Tourism -the attractiveness of the place from a tourism perspective  People (human capital) -the pervasive views/opinions of the citizens of the place  Investment and immigration -the perceptions of the socio-economic conditions of the place and the willingness to live and work there and/or  Exports -the perceptions and/or stereotypes of the products associated with the place. To this end, various studies (Brijs et al., 2011; Souiden et al., 2017; Wang et al., 2012; Žugić & Kantar, 2018) have measured place brands as a mental representation of a country based on: socio-economic; technological; cultural; people; historical (cultural heritage); economic development; and/or political variables. The present paper, after excluding exports as a factor, adopted five of the six conventional nation brand hexagon dimensions as measures within the tourism context as follows: Cultural heritage (Kemp et al., 2012) ; Governance (Steyn & van Vuuren, 2016) ; Tourism (Reitsamer & Brunner-Sperdin, 2017) ; Immigration (Cook, 2010) and People (Das & Mukherjee, 2016) . Given the dynamic and competitive nature of the contemporary global tourism market, the influence of two novel factors, Marketing (Han & Hyun, 2014) and Negative Events (Avraham, 2018) was also examined.
The following hypotheses were thus formulated for the study: H1:
South Africa's cultural heritage as a place brand factor influences business tourism to South Africa. H2:
South Africa's governance as a place brand factor influences business tourism to South Africa. H3:
South Africa's marketing as a place brand factor influences business tourism to South Africa. H4:
South Africa's tourism as a place brand factor influences business tourism to South Africa. H5:
South Africa's negative events as a place brand factor influences business tourism to South Africa. H6:
South Africa's immigration as a place brand factor influences business tourism to South Africa. H7:
South Africa's people as a place brand factor influences business tourism to South Africa.
RESEARCH METHOD
The aim of the present study was to examine the place brand-business tourism nexus within the South African context. The positivist paradigm was most suitable for the purpose of the hypothesis testing. A quantitative cross-sectional deductive study was conducted to generate the data required from a sample of inbound tourists to South Africa. Due to the key informant nature of the target population, non-probabilistic convenient sampling was employed. An effective sample of n=233 foreign tourists was drawn from visitors visiting one of South Africa"s most iconic tourist attractions, Table  Mountain in Cape Town, between the 6 th and 9 th of November 2018.
Data was generated by way of a self-administered survey disseminated to tourists at the Table Mountain Aerial Cableway station by a team of four trained fieldworkers. The novel survey instrument consisted of four sections that solicited sociodemographic, general perception, influential factors of South Africa"s place brand and travel motives, respectively. The South African place brand factors were measured by observed variables drawn from the literature as previously discussed.
An ordinal 5-point Likert type scale was developed to record tourist responses to 44 statements related to South Africa"s place brand factors. Responses on the scale ranged from (1) Not at all influential to (5) Extremely influential. Data on the Business tourism factor was also generated from a literature-based (Gowreesunkar & Sotiriadis, 2015) ordinal 5-point Likert type scale for five statements on the business travel motives of tourists relating to South Africa. Responses on the travel motives scale ranged from (1) Strongly disagree to (5) Strongly agree. The survey responses were collated on a Microsoft Excel sheet and then exported to Statistical Package for Social Sciences (SPSS 25.0) for analyses. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy (at ≥.50) and Bartlett"s test of sphericity with a null significance value were employed to determine the factorability of the data (Field, 2011) . In order to establish the factor model for the South African place brand factors influencing tourism to South Africa, Principal Components Analysis (PCA) was employed to generate the values underlying the place brand factors influencing business tourism to South Africa, with factors indicating an Eigenvalue of EV >1 being retained (Hair et al., 2006 ). An exploratory factory analysis (EFA) Oblimin with Kaiser Normalisation then extracted and clustered the correlated items into discernible place brand factors (Norris & Lecavalier, 2010) , at factor loading coefficient of ≥.40, in line with the recommendations of Hair et al. (2006) for samples of at least n ≥ 200. Construct reliability (inter-item consistency) was verified using the Cronbach"s alpha (α) test at a lower limit of .60, which is regarded acceptable for exploratory studies in order to accommodate scales with fewer items (Field, 2011; Hair et al., 2006; Nunally & Berstein, 1994) . Descriptive statistics were also calculated. Table 1 summarises the profile of the tourists surveyed 
ANALYSES AND RESULTS Tourist profile

Number of visits
First visit 75.0 More than 1 visit 24.5 Did not mention 0.5
As shown in Table 1 , a slight majority of the tourists surveyed were male (55.1%), while the majority (cumulative 57%) were aged between 20 and 40 years old. Notably, 18.3% of the survey population were aged >51 years old. Most of the respondents possessed a degree (62%), either a bachelor"s (39.4%) or post-graduate (22.6%) degree, and were employed (79.4%) at the time of the survey. Interestingly, 9.2% of the respondents indicated that they were retired. The four main country of origin/residence segments were the UK (19.4%), Germany (15.4%) the USA (11.6%), and the Netherlands (7.1%), of which the majority of all the foreign visitors surveyed (75.0%), indicated that they were visiting South Africa for the first time.
Results for the PCA, EFA and Cronbach's alpha for the South African place brand factors and Business Tourism
The PCA and EFA were employed to establish the factor models, and then extract and cluster the correlated items into discernible constructs for the place brand factors influencing tourism to South Africa, as well as the Business Tourism factors, respectively. The KMO (.854) and Bartlett"s test of sphericity (χ² (946) = 4919.853, p < .001), supported the factorability of the survey data. Table 2 is a summary of the PCA, EFA, reliability test and the descriptive statistics. Table 2 summarises the six place brand factors influencing tourist decision-making within the South African context. As a result of the PCA (EV>1) and EFA (Oblimin with Kaiser Normalisation at the cut-off of >.40), the identified place brand factors were: Governance (5 items; EV = 3.17; α = .860); Marketing (6 items; EV = 2.74; α = .885); Tourism (5 items; EV = 2.35; α = .659) and; Negative Events (6 items; EV = 1.92; α = .864). Notably, some immigration, cultural heritage and people items loaded onto a new factor which was relabelled Socio-Cultural (12 items; EV = 13.01; α = .918). While a completely new factor labelled Competitive Advantages (5 items; EV = 1.47; α = .682) also loaded as a place brand factor potentially influencing business tourism to South Africa. Factor loading coefficients for all the place brand factors ranged between .478 and .806, explaining a cumulative 56.06% of the variance in the data. All subscales were deemed reliable, ranging between α = .659 and α = .918. Table 3 presents the EFA, PCA and Cronbach"s alpha test results of the antecedents of Business Tourism to South Africa. Table 3 validates that South Africa is perceived as a Business Tourism destination. As a result of the PCA (EV>1) and EFA (Oblimin with Kaiser Normalisation at >.40), Business Tourism emerged as a valid tourism typology in South Africa and was constituted of 5 items (EV = 2.13; explaining variance of 10.13%; α = .880). The factor loading coefficients for Business Tourism ranged between .685 and .818. The Business Tourism subscale was also deemed to be reliable (α > .70).
After the PCA and EFA analyses, the hypotheses were (re)formulated as follows:
H1: South Africa's socio-cultural profile as a place brand factor influences business tourism to South Africa. H2:
South Africa's competitive advantages as a place brand factor influences business tourism to South Africa.
Correlation analysis of South Africa's place brand factors and Business Tourism
The results listed in Table 4 show the correlations between South Africa"s place brand factors and Business tourism. .225** 1.000 Governance (GOV)
.111 .420** 1.000 Marketing (MKT) .015 .521** .338** 1.000 Tourism (TOR)
.355** .328** .387** .274** 1.000 Negative Events (NEV) .146* .554** .411** .542** .390** 1.000 Competitive Advantages (CAV) .014
.437** .328** .493** .345** .358** 1.000 **Correlation is significant at the 0.001 level (2-tailed) * Correlation is significant at the 0.05 level (2-tailed) As is evident in Table 4 , Business Tourism was significantly correlated with the Tourism (r = .355, p<.001); Socio-cultural (r = .225, p< .001) and; Negative events (r = .146, p<.05) place brand factors, respectively.
There were however, non-significant correlations of .111(p = n.s); .015 (p = n.s), and; .014 (p = n.s), between Business Tourism and the Governance, Marketing, and Competitive Advantages place brand factors respectively.
Multiple regression analysis of the South African place brand factors influencing Business Tourism to South Africa
MRA was then employed to test if South Africa"s place brand was of a statistically significant influence to Business Tourism to South Africa. Table 5 summarises the results of the Multiple Regression Analysis.
The results of the regression analysis in Table 5 indicated that two South African place brand factors influenced Business Tourism, explaining 18.2% of the variance (R 2 =.182, F(6,201)=7.46,p<.001). The place brand factors, Tourism (β=.38, p=.000) and Socio-cultural (β=.25, p=.003) significantly influenced Business Tourism to South Africa. Additionally, the t-values for each statistically significant South African place brand factor reported critical t-values of between 1.96 and 3.09 at p<.05 (Socio-cultural) and exceeded the 3.09 at p<.001 (Tourism), thus hypothesis H1 and H4 were accepted.
The place brand factors Governance, Marketing, Negative Events and Competitive Advantages reported non-statistically significant (p>.05) relationships with Business Tourism to South Africa. Thus, hypotheses H2, H3, H5, and H6 were rejected.
DISCUSSION
The empirical evidence suggests a correlation and the existence of a statistically significant effect between of South Africa"s place brand and business tourism to the As it emerged, the socio-cultural and tourism factors of South Africa"s place brand influence tourists" perceptions and may have a discernibly predictive effect on business tourism to South Africa. Theoretically, this finding is fundamentally supported by nation branding theory, which advances the notion that consumers may interact with, and are susceptible to the influence of one or more place brand factor(s) in their decisionmaking process in evaluating products from specific countries (Anholt, 2002) . The influence South Africa"s place brand on business tourism to the country is supported by the literature (Brijs et al., 2011; Chiang et al., 2012; Marais et al., 2017; Martin-Santana et al., 2017; Wang et al., 2012) which propagates to some extent, the significance of place brands as inferential heuristic cues that have an effect on the predilections of tourists. Relatedly, evidence of a place brand-business tourism nexus validates and extends the notion of the halo effect of place brands within an African business tourism context supporting the views of some authors, such as (Apostolopoulou & Papadimitriou, 2015; Han, 1989; Matiza & Oni, 2014; Park & Lee, 2017; Stepchenkova et al., 2018; Souiden et al., 2017) -that while place brands influence the decision-making processes of tourists, they may also be predictive in nature. This implies that despite place brands being cognitive in nature, they may also influence how tourists evaluate tourism destinations (affective behaviour) and ultimately influence the intention to (re)visit (conative behaviour) of tourists. To be more specific, prior studies have to some extent explored the nexus between some socio-cultural and tourism aspects of places and business tourism. For instance, the reasonability of a relationship between South Africa"s socio-cultural aspects and business tourism to the country through the influence of friendly trade policies, as well as the entrepreneurial nature and innovativeness of South Africans, is supported by Gisore and Ogutu (2015) , as well as Signé (2018) .
These researchers found evidence that expansionist and friendly trade policies aimed at exploiting mineral resources in Africa attract more business-oriented travellers, thus providing growth opportunities for business tourism for African destinations (Gisore & Ogutu, 2015; Signé, 2018) . Relatedly, socio-cultural aspects such as the quality of life, public resources (health and education) and the availability of efficient basic service utilities (water, electricity) in South Africa may be associated with the demand for business tourism. This notion is supported by Bento (2014) and Roderiguez et al. (2013) , who found that in the case of international student mobility within the European Union, both economic (standard of living) and non-economic (quality of public resources) factors influenced academic tourism demand for certain destinations.
The findings of the present study also indicate the probable influence tourism factors on business tourism to South Africa. For instance, the proximity of South Africa to the country of origin of the business tourist, as well as the proximity of South Africa to other African tourist destination countries may have an influence on business tourism to the country. To this end, Ho and McKercher (2014) found evidence supporting this notion, observing that in 2014 the proximity of Hong Kong to 14 of its major source markets exerted a significant impact on inbound tourist arrivals with statistically significant differences being observed between long-haul and short-haul business travellers in the consideration of Hong Kong for business travel. Relatedly, tourism aspects such as the relations between South Africa and the home country of the business tourist may have an influence on the tourist"s perceptions and their intention to (re)visit South Africa for business. Alvarez and Campo (2019) support the reasonability of this notion, finding that the ethnocentric tendencies and general animosity of American tourists towards a tourism destination country significantly influenced their perceptions and conative behaviour of toward the tourism destination.
This study is also novel in that it models the influence of place brands on a "broader" business tourism construct. As it emerged, MICE, as well as short-term employment, shopping, academic, and other corporate business activities such as product launches are antecedents to business tourism to South Africa. The empirical evidence from the case of South Africa, thus gives credence to the contentions by Rogerson (2018) and Tichaawa (2017) , that the conceptualisation of business tourism within the African context goes beyond what they term the formal "Northern" definition of business tourism. This implies that business tourism arrivals, as well as the direct and indirect socioeconomic impacts of business tourism may be more significant than reported by national tourism statistics such as those provided by Statistics South Africa.
CONCLUSION
Based on the findings of the present study, the following conclusions may be made. First, South Africa"s place brand may be significant to the growth and development of South Africa as an emerging business tourism destination. This implies that South African destination marketers must be cognisant of how South Africa is generally perceived as a country and seek to proactively manage these perceptions as part of a multi-stakeholder approach to marketing the country as a business tourism destination. Second, with particular reference to the assertions of Schorr (2011) and Signé, (2018) relating to the pre-existing deleterious perceptions of Africa, it is reasonable to hypothesise that positive place brand factors may be harnessed by destination marketing practitioners when marketing their countries as business tourism destinations to counteract the effects of the negative stereotypes associated with Africa .
Implying that place brands may be utilised as strategic assets to effectively manage or influence business tourist perceptions and better position African countries as business tourism destinations. Third, there is also a valid premise for the expansion of the definition of business tourism within the African context based on the validity of the additional business-related activities beyond the traditional MICE.
Therefore, this study contributes to the ongoing debate in tourism literature on the role and characterisation of short-term academic, cross-border trading and shortterm employment activities in business tourism.
The findings of this study contribute to the extent of the literature within the general tourism discourse, by extending place branding theory to an emerging African business tourism destination, while providing an African perspective to tourist behaviour within the burgeoning business tourism discourse. However, it is important to acknowledge that there is need for much broader research into the influence of place brands on business tourism, the more so given that the scope of this study is limited to just a cross-section of inbound tourists to South Africa. A broader study that encompasses respondents from major tourism source markets for South Africa would further validate the measuring instrument, as well as the findings of the present study. Such a study is all the more important as the perspectives of tourist s who have visited, have considered visiting but had decided not to visit, and those who would consider visiting South Africa in the future for business would also provide more critical insights into the South Africa"s place brand-business tourist behaviour nexus.
Lastly, in the absence of a consensus on a generic measurement instrument for place brands, aspects of other African country place brands may be measured by the novel evaluative instrument developed for this study as it was found to be valid and reliable within the South African context. Generally, the evaluative framework developed for the present study to measure the influence of African place brands may also be extended to the evaluation of the influence of place brands on other tourism typologies, such as medical, nature-based and leisure tourism in Africa, representing a new vein of critical research in African tourism.
